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ABSTRACT (100-200 WORDS): This paper aims to fill in the holes in
research already conducted by collecting information regarding
consumers behavior in consuming news as well as compiling
information on how news organization are approaching their web
presence. A survey conducted via SurveyMonkey.com polling 73
subjects on how they consume news. Phone interviews were also
conducted with five news professionals working in the online news
industry. Data suggests that online is continuing to grow as the
primary method of news consumption. This data is aligned with
previously done surveys. Additionally, the interviews showed a clear
pattern that news organizations are catering their content to their
user. As behaviors and interest change, these organizations are
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I. Introduction
What a difference 20 years makes. Two decades ago, the average consumer had to wait
for their newspaper to be delivered, tune into their local television newscasts, or check the radio
to get updated on current news. After the emergence of commercialized Internet in the mid-
1990s, the manner in which people got their news changed forever. Consumers no longer had to
wait. Information was at the tip of their fingerprints at anytime, anywhere. Over the past 15
years, the media landscape changed significantly affecting every level of how news is consumed,
gathered, and produced. Newspapers specifically underwent a tremendous change during this
time. The online convergence of newspapers has resulted in the reshaping of newsrooms and
how news is produced. Although, the Intemet has been a platform for over a decade, it is still
very new territory which has resulted in a lot of similarities and differences in the way
newspapers produce their content online.
With the amount of technology that is out there and developing each day, the journalism
field is in a constant state of change. Each day newspapers find different ways to innovate the
news process and engage viewers. This ever changing field has led to the news business to adopt
an adaptive nature to what they do. With thousands of tools and endless possibilities that the web
provides, editors and web producers have had to think quickly on their feet to keep pushing the
envelope and finding new ways to engage readers. This study will explore how the field has
changed in result of convergence, behaviors of news consumers, and what people in newsrooms
are doing on a daily basis to produce their content online,. This information will provide insight
into how news organizations approach their web presence and attempts to find an industry
standard. Online journalism is still very new in comparison to other platforms and many people
in the industry are still trying to get a handle on the medium. This research can also be utilized
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by news organizations that have yet to develop an online strategy to provide a foundational
context on how to do so with an inside look into how a newspaper is successful online.
II. Literature Review
The audience for the digital platform continues to rise as more and more consumers rely
on the web for their news. According to the Pew Research Center's State of the Media 2011
Annual Report, the American audience for online news consumption grew by 5 percent from
2008 to 2010 (Olmstead). Thirty-four percent of Americans said they got news online
"yesterday," in compared to 29 percent in 2008, the report also stated (Olmstead). This jump in
news consumption online equated to more Americans using the internet to get their news than
newspapers. The report found that Americans use the print product to get their news dropped
three percent during that two-year period from 34 percent in 2008 to 31 percent in 2010
(Olmstead). However, the majority of American news consumers do not rely on just one
platform to get their news. "Nine in 10 American adults (92%) get news from multiple platforms
on a typical day, with half of those using four to six platforms daily" (McGann). This mixing of
platforms shows a strong behavior by the consumers to utilize certain platforms in certain
instances.
The amount of time spent on digital news sources is also increasing, a behavior that also
surpasses newspapers. According to the State of the Media 2011 Annual Report, American
consumers spend 13 minutes with online news "yesterday" and 10 minutes with print, amounting
to a three minute difference between the two platforms (Olmstead). This difference in time spent
and consumption of digital news versus print shows a clear shift in behavior to preference news
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online. However, the print products are not far behind in either category and should not be
counted out as many consumers are getting their news from different platforms in their day-to-
day routine.
One clear problem that still has been left unresolved in the online news industry is how to
monetize and find a successful business model to help pay for the platform. "The data continue
to show that the absence of revenue online filling in for losses on traditional platforms, not
audience loss to alternative news sources, is the greater threat to news organizations," the State
of the Media 2011 Annual Report stated. There has been some good news in the realm of online
advertising with a growth of 14 percent in 2010, outnumbering newspaper advertising for the
first time (Olmstead). However, there are still issues with how the revenue model for online
news is set up, because the largest growth in online advertising has occurred in search rather than
news. With a growth of 16 percent in 2010, search continues to account for almost half of the
online ad spending with 48 percent (Olmstead.)
Very little research was found on specific strategies newspapers and organizations are
using to approach their online content. Most of the research was dominated by audience behavior
as well as online advertising and finding ways that news organizations can make money on their
online products. This study attempts to begin to fill in those gaps in research by uncovering how
news organizations are handling their web presence.
III. Methodology
A survey was conducted via SurveyMonkey.com in order to judge the behavior of the
average news consumer and their habits online. The survey was used to get a convenience
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sample of the average news consumer. The respondents were only asked to identify their sex and
age. All surveys were completed anonymously. Of the 73 respondents, 29 were male and 44
were female, and 71.2 percent were between the ages of 19 and 25, 6.8 percent were between 26
and 30, 13.7 percent were between 31 and 50, and 8.2 percent were between 51 and 60. The
participants were asked six questions relating to their news consumption behaviors. The
questions ranged from multiple choices to short answer.
In an effort to get an inside look into how specific news organizations are producing their
content for online and their approach to their web presence, phone interviews were conducted
with professional journalists who work with online products - either as web producers or online
editors. These interviews were also acquired to provide a judgment sample of journalism
professionals to get data on online strategies for each news organization. These interviews
included a number of open ended questions relating to their work, their opinions on the field and
how they and their company approach their online presence. The five interviewees worked at




The survey results, conducted online at SurveyMonkey.com, found that out of the 73
participants most get their news from online totaling at 87.7 percent, as can be seen in Figure 1.
The tied runner-ups were newspapers and television news sources, both at 65.8 percent
respectively. Respondents were allowed to check multiple platforms on the survey. The data
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suggests that although online is at the forefront of where people get their news; traditional media
like print newspapers and broadcast news are still in use. Consumers reported 54.8 percent get
their news on social networking sites, 39.7 use mobile devices, and 41.1 percent rely on radio.
Participants reported that 23.3 percent of them use magazines to get their news while tablet
devices trail at the end of the pack with merely 6.8 percent.
Out of71 people who responded to the question, 49.3 percent listed online as their
number one preferred way to get news, an overwhelming amount compared to any other
platform. Newspapers and television followed as the preferred platform. Newspapers were
ranked at 16.9 percent and television was at 15.5 percent. Beyond the top preferred platforms,
8.5 percent listed social networks, radio and mobile tied at 4.2 percent, and magazines accounted
for 1.4 percent. These figures are consistent with the data received for how people get their news.
However, in both instances television trailed behind online and newspapers which differs from
previously conducted surveys.
The majority of the respondents reported that they only spend a few minutes on a news
organizations' website they visit, amounting to 45.8 percent. Others stayed longer with 33.3
percent visiting a website for less than a half an hour and 12.5 percent for 30 minutes. A minority
of respondents reported that they visited a site for seconds, with 5.6 percent. Longer periods of
time were even scarcer with only 2.8 percent listing that they stay on a news organization's
website for between 2 to 5 hours. This data suggests that the average consumer stays on a news
site between a few minutes to less than a half an hour.
The respondents were also asked to list aspects of consuming news online that they like
and dislike. Some of the top aspects that participants reported that they liked about getting news
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online were convenience, immediacy, and interactivity of the web. While participants listed

















Fi~lIre I: I he 73 participants were asked. "Bow do ~011 get) our news'?" Online tops the
list with 87.7 percent with newspaper and telev ision tied at second with 65.8 percent. Tablet
devices were the least likely place as a source for news 6.8 percent.
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B. Interviews
Phone interviews were also conducted with online news professionals across the United
States to find out how news organizations are approaching their online products. The people
interviewed include Kurt Gessler, digital editor at the Chicago Tribune in Chicago, Illinois;
Emily Ingram, overnight producer at The Washington Post in Washington D.C.; Teresa
Schmedding, assistant managing editor of content systems at the Daily Herald in Arlington
Heights, Illinois; Suzanne Yada, web producer at the Center for Investigative Reporting in
Berkley, California; and Meg Martin, online editor at the Roanoke Times in Roanoke, Virginia.
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Gessler said his approach to the online product of the Chicago Tribune is to attract and
grow an audience. He said he uses real time metrics, specifically the tool ChartBeat to track the
audience and their behavior. "[We are] constantly in motion trying to maximize it as real time
metrics has come into play," he said. Real time metrics has changed the way newspapers are
producing for online. "Back in the day, page views were per day," Gessler said. "Now it's per
second." He said there's no substitute to diving into real time metrics and analyzing the data. He
said this real time mentality has also changed the structure of news as online teams work to get
information out as quick as possible. "Before you had all day, now something happens and there
is stuff to be done immediately," he said. Another way Gessler said he and his team approach
their online content is by integrating social media sites like Facebook, Twitter, and Four Square
in how they push news to readers. The biggest challenge he said he sees for working with the
online medium is finding a way to monetize it. "We know where the audience is, and we need to
learn how to make money fast," he said. Gessler said he anticipates a heavier focus on mobile
and tablets in the next few years and media organizations thinking about platforms as discrete
entities.
Ingram provided a different perspective as an overnight producer at The Washington
Post. She said she approaches her work in two layers: micro and macro. Some of the specific
tasks she listed that she does are making sure headlines and blurbs are as catchy as possible,
making the site as user friendly as possible, pulling stories that are being discussed the most and
giving them more dominant play, and including as much related content on a article page as
possible like multimedia, documents, and stories. "We are trying to webify the content as much
as possible," Ingram said. One benefit she has found while working online compared to print is
the ability to direct people to related content as well as publish whole documents on the web.
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However, there is still a lot to figure out on the web side that creates challenges for those in the
field. "Print has kind of figured out the way they do things so another challenge and kind of a fun
one, the web is still trying to figure out how to do things," she said. She said she anticipates a
stronger emphasis on mobile as a platform in the future as well as the ability to personalize your
news.
Schrnedding said her overall goal at the Daily Herald is to engage and inform suburban
readers giving them both the big picture but 1110stimportantly the local focus with their news.
One way that she and her web team work to accomplish their overall goals is to engage readers
in a number of ways through their blogs, social networking sites, and the online comment
system. She also said they keep track of peak traffic times and allocate their stories accordingly.
"We try to make sure that we are strategic with our content and that we're there when they're
there," she said. Additionally, she said they also track reader interest, popular stories, and what
Daily Herald stories are being shared on social networking sites. One challenge Schmedding
listed for working online was the never ending cycle of the web. Since the website never runs out
of space the same way a print newspaper does, she said her work online is never done. "You
have to make sure you're working smarter, not harder," she said. However, Schmedding said an
advantage of working with the online platform compared to print was being able to get clear
feedback instantly and being able to pinpoint what's working and what's not. "Online you can
see exactly what's going on," she said. She anticipates down the road that editors will work with
one master story which they'll alter for each platform. "It's the time that's coming where people
don't want the same news on different platforms," she said.
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Yada has the unique experience as a web producer for the Center for Investigative
Reporting, which is a wire service for other media organizations. She says her approach to their
website is more quality of production over slapdashing content online. The Center for
Investigative Reporting's website is more of a showcase site rather than a destination site since
they provided content to other news organizations, which she said allows to her work at a slower
pace. Beyond the normal web producer roles of publishing content online, Yada said she goes
through the website to make sure everything is correct and check for misleading headlines or
wrong tags. Yada said one challenge she has ran into whi Ie working on the web is that there sti 11
is a print mentality when it comes to editing stories even though edits can happen a lot more on
the web. In her role, she said she has to edit like print because they are a wire service.
Martin said her primary goal for her and the Roanok.e Times when approaching their
website is working to tell a whole story and offering readers an additional element to bring them
deeper in the story by going online. "We are sort of are telling and retelling stories on different
platforms," she said. Martin said she also strives to provide context, utility, and make the website
as useful as possible to people and to their lives. Some advantages that she has seen with
working online are the interactivity, the speed ofthe platform, and the opportunity to try new
things. "One ofthe few limits is your creativity," she said. "You can engage your folks instantly.
You can find out information instantly." Martin said the challenges she has seen within the




The findings of this study show that consumers are going online more than ever to get
their new as the media landscape continues to shi ft in a digital direction. However, traditional
media is still prominent as a platform. Times have changed and continue to change as consumers
find new ways to get their news and media organizations innovate ways to reach their audience.
Although the online platform continues to grow, it is evident that other platforms are also
important to consumers as other ways to get their news. The online platform has both its
advantages and disadvantages in the eyes of both the consumer and web staff. The web does
allow for quicker access and convenience, but it can also lead to inaccuracies due to the web first
mentality.
The interviewees also provided insight into what's important for news organizations
when it comes to their online product. The over encompassing theme from the interviewees is
that news organizations strive to make their site as user friendly as possible and to make sure
their content is in its best form. Most of the interviewees discussed catering what gets more
dominant play on their website depending on reader interest and making sure each element is
engaging. The online platform provides for endless possibilities which both can be an advantage
to working online as well as a challenge. The online medium is still very new and technology is
being created that reshape how stories are being told. On the other hand, the constant web first
mindset of getting content up as soon as it's received can also be overwhelming. News
organizations are using real time metrics to measure what is working and not working as well as
tracking their audience and following it as it changes.
These findings should just be the beginning of documenting how news organizations are
approaching their online content. This research can be utilized to begin to fill in the holes where
research is lacking in online journalism and be used as a foundation to other studies on this topic.
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This study does have its limitations. One being that a convenience sample was used to collect the
findings of the survey. Tn future studies, researchers may choose to get a more representative
sample and a larger number of participants. Most of the interviewees were also from larger
media companies which only provide one perspective. Future research may be done where
smaller companies are also looked at in this context.
What online journalism looks like even a year from now could be very, very different.
It's changing every day as new technologies are developed and journalists continue to find new
ways to use old ones. With its changing nature, journalists must continue to innovate how they
push their content for online. They must also participate in a dialogue in the best ways to do so
with other professionals in the field as well as the audience. The platform is steadily growing and
will continue to grow in the future. Although that future is still very much uncertain, one thing is;
online will have a very important part in that future.
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